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Digital Transformation
● Website Redesign 
● Optimizing Town Social Media Channels

Communications Standards & Resources
● Communications 101 Session 
● Social Media 101 Session 
● Social Media Guidelines 
● Crisis Communications Guide

Supporting Key Department Communications
● 1x1 Working Sessions 

○ Internal Communications Eval. & Support 
○ External Communications Eval. & Support

Community Engagement Tools 
● Engagement HQ, Your Voice Matters Community 

Engagement Tool

PRIORITIES
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Social Media Optimizations COVID-19 Efforts Supporting Departments

● Gained momentum on Twitter & 
Facebook

● Added an Instagram 
● Re-vamped our LinkedIn 
● Re-organized Department Facebooks 

● Increase in the number of followers, 
likes, reach, and engagement. 

● Increase in frequency of information 
sharing. 

● Ability to reach new audiences. 
● Expansion in our overall 

communications channels. 
● Increase in inter department social 

sharing and connecting. 

What’s been accomplished

Goals Reached

What’s been accomplished

● COVID-19 specific webpage(s) 
● COVID-19 PSA & educational content 

sharing 
● Flyers & posters distribution
● Your Voice Matters engagement 

platform COVID-19 feature 

● Increase in reach. 
● Increase in awareness. 
● Increase in information sharing.
● Piloting of new ways to connect with 

the community and share timely and 
relevant COVID-19 information.

Goals Reached

What’s been accomplished

● BMM online transition
● MFRE recruitment effort
● HR new job posting reach
● WatchForMe CT initiative
● Departmental social media 

establishment

Goals Reached

● Transitioned BMM to a fully online 
functioning website.. 

● Executed #HappyThings campaigns 
within BMM.

● Increase in HR calls specific to paid 
advertising for MFRE recruitment. 

● Increase in reach of MFRE new job 
postings. 

● Reach of new audiences through 
LinkedIn for HR recruitment. 

● Kick-off and coordination for 
Pedestrian Safety Initiative. 
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Facebook: 
● +750 followers since Nov. 2019.
● +558 likes since Nov. 2019.
● Reached over 27K people on organic posts.
● Our top posts average between 300-400 

engagements.

Twitter: 
● +126 followers since Nov. 2019.
● Earned 79.5K impressions since Nov. 2019, which is 

874 impressions per day.
● .8% engagement rate (compared to Twitter’s avg. 

between .02%-.09%).

Instagram: 
● +261 followers per month since Feb. 2020.
● Avg. 4.7K impressions per week.

Results Results

Social Media Optimizations COVID-19 Efforts

COVID-19 Website: 
● Over 20.3K pageviews on the COVID webpage since 

Feb. 2020. 
● An average of 2 minutes per session spent on the page.
● Over 1.2K visits from other communication channels to 

the Town COVID-19 webpage.  

COVID-19 Edu. & Informational Content: 
● Average COVID-19 related posts are reaching over 29K 

people. 
● Average engagement of COVID-19 related posts range 

from 600-1K per post.

Print & Email: 
● Printed over 300 COVID-19 prevention flyers and 

posters and shared them amongst Town offices, 
buildings, local business and restaurants in Manchester. 

● Reached over 4,000 email subscribers.



Supporting Key Department Communications
● 1x1 Working Sessions Continued
● Department Communications Playbooks

Create a Cohesive Look, Feel, Message & Story for the Town. 
● Branding Initiative 
● Go-To-Market Plan

Digital Transformation
● Website Redesign Continued
● Optimizing Social Media Channels Continued 
● Email & Phone Optimization

Communications Standards & Resources
● Communications 101 Continued 
● Social Media 101 Session Continued
● Town Social Media Strategy

PRIORITIES

Community Engagement Tools 
● Engagement HQ, Your Voice Matters Community 

Engagement Tool Continued 
● ZenCity Community Engagement Tool 
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2020 Measurement Plan

Initiative Tactic Goals KPIs 

Digital Transformation Website Redesign ● Increase traffic to the website. 
● Create a user-friendly, visually 

representative, and purposeful 
website.

● %increase in site visits
● %increase in repeat site 

visits
● %decrease in drop off rate

Optimizing Town Social 
Media

● Increase traffic to social media. 
● Expand social media channels to 

reach new audiences. 
● Develop a solid social foundation.

● # of likes 
● # of follows 
● # of comments 
● % engagement 

Community Engagement 
Tools

Your Voice Matters ● Explore new ways of engaging 
and expanding our engagement 
reach with the community. 

● # of sign ups 
● # of comments 
● Frequency of engagement

Communications 
Standards & Guidelines

Communications Guidelines ● Establish standards and best 
practices for communications.

● Increase in cohesive 
messaging Town wide. 

● Town wide comm. growth.

101 Sessions ● Provide education around 
communication best practices. 

● Increased in Dept. 
confidence around comm.

Supporting Key Depts. 
Communications

1x1 Working Sessions ● Evaluate current communication 
needs. 

● Support Depts/Divisions. 

Measured on a case by case 
basis. 33



2021 Measurement Plan

Initiative Tactic Goals KPIs 

Digital Transformation Email & Phone Optimization ● Increase traffic to the website. 
● Create a user-friendly, visually 

representative, and purposeful 
website.

● %increase in site visits
● %increase in repeat site 

visits
● %decrease in drop off rate

Community Engagement 
Tools

ZenCity Engagement Tool ● Explore new ways of engaging 
and expanding our engagement 
reach with the community. 

● # of sign ups 
● # of comments 
● Frequency of engagement

Communications 
Standards & Guidelines

Town Social Media Strategy ● Establish a cohesive purpose and 
guidebook for the Town’s social 
media.

● # of thoughtful content 
pieces. 

● % increase in engagement.

Supporting Key Depts. 
Communications

Dept. Comm. Playbooks ● Establish best practices and 
personalized guides for each Dept.

Measured on a case by case basis 
per Dept. need.

Create a cohesive look, 
feel, message, and story 
for the Town.

Branding Initiative ● Garner insights that inform the 
initiative.

● Establish a brand for the Town. 

● % of positive feedback from 
the internal and external 
community.

Go-To- Market Plan ● Increase brand awareness. 
● Increase brand engagement. 
● Extend the brand. 

Measured case by case basis on 
the smaller tactics. 
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Thanks! 
Questions?


